This study examines the media strategy developed by the militia in Bali, a civil troop organizes itself into a security service. Bali has experienced massive tourism industrialization meaning security services are required. Unfortunately, these groups are often associated with "premanism" (thuggery). In the period of 2012 -2016, these militia groups spent much energy reforming their organizations' image. Various strategies have been developed, using public information space to expose their organizations' brand of populism. The research question then, is what media strategy has the militia adopted to reform their organizations' image? To answer this question, data was collected by interview, observation and documentation. This research found that the types of publicity used by mass organizations in Bali are primarily pure publicity and paid publicity. Pure publicity can be seen at every celebration of religious holidays. The three main mass organizations in Bali seem to compete to congratulate the holidays with large billboard campaigns on the edge of the highway. On most occassions, the billboards also display photos of the leaders of these mass organizations. These leaders claimed that the initial purpose of installing the billboards was both to show a sense of tolerance towards other religions and to highlight the existence of these organizations. Paid publicity is usually undertaken in the form of advertorials. Meanwhile, they also use social media to publicize their social activities. Different from the traditional media they use, their social media represents their populist image as a tolerant social organization under the cultural wisdom "Ajeg Bali", reflected by the use of Balinese Gods, weapons and colors as their symbols.
Introduction

Background
The presence of Mass Organizations (Ormas) became a phenomenon at the beginning of the climate of democracy in Indonesia. Previously, they acted as a mobilizer for independence, with Social Organizations (Ormas) such as Boedi Oetomo and Nahdatul Later, involvement of Ormas members in a number of violent incidents, such as fights which led to deaths, which lead to a growing negative public perception of the organizations in Bali. At that time, there were three large organizations that often attracted attention: Laskar Bali, Baladika and Pemuda Bali Bersatu.
Criminal cases involving the various Ormas have continued, which has helped to sustain the negative image. A survey conducted by Udayana University's researchers in 2016, highlighted how widely they were distrusted. Taking place in 9 districts in Bali, the survey showed that more than 50% of people on the island had a negative perception of the three mass organizations (Laskar Bali, Baladika and Pemuda Bali Bersatu). 70% of people also felt annoyed with the billboards installed in their area. (Dwita, 2016) The use of billboards to gain publicity has stimulated debate among society. Chief of Police in Bali stated that he would forbid the installation of Ormas billboards, as he considered the images to be troubling for society. This negative impression of Ormas has continued to develop since many members of these Ormas are reported to be involved in criminal activities.
Thus, the billboards developed by these mass organizations receive considerable attention both from local communities and outside the region, particularly the billboards which are located on the side of the highways containing pictures of members. The figures featured are often well-built with black tattoos which appear intimidating, so it is not surprising if the public perception of this mass organization is negative and closely associated with thuggery and violence. The billboards reinforce the organizations' DOI 10.18502/kss.v3i20. 4925 Page 39
The 10th IGSSCI images as dangerous organizations which threaten the community's safety. Despite this, and the Chief of Police's statement, the publicity on the billboards took place, and the number of members of these community organizations continues to increase.
It cannot be denied that the billboards contribute to the development of the organizations. As stated by one of the leaders of Baladika Ormas, the publication is important to its existence as it attracts the masses to join. "By displaying strong people or figures with power and influence, people believe that the organizations could help them both in improving their economic life and self-security ".
To put it simpy, the people who join the organizations are those who need employment, but are lacking a good education so use their physical capital to work and feed their families. According to the Baladika Advisory Board, the publication of the "strong man" behind their organizations is crucial to building public confidence in the credibility of the organization. The figure is someone whom they believe to be able to meet their expectations if they join the organization. In Bali, there are three mass organizations known to provide security services to a number of restaurants, cafes and other entertainment venues in Bali. Not only that, other illegal practices such as tajen The 10th IGSSCI The image of these Ormas then, is organized in such a way to make an impression on the public, both internal and external. Internally, the image of the organization is built to gain a good perception of the company and to develop loyalty among members. As for the external public, the image of the organization is built for the purpose that the organization can be accepted positively in the middle of the public. Although the image itself cannot be directly counted since it is public thoughts or feelings.
It needs to be understood that the process of image formation of the organization is the perception of reality. In order to get the desired image by the organization, according to Kotler (2000) , there are 3 selections processes when perceiving something:
1. Selective attention, since a person will perceive something based on his attention, therefore the organizations have to create information which attracts the attention of the target audience.
2. Selective distortion, since there is a tendency for a person to sort through information based on his or her personal interests and direct information based on the previous mindset related to the information. From these facts, it is interesting to study exactly what media strategy these Ormas use to reform their organization image, and how successful they have been. This study focuses on Pemuda Bali Bersatu, one of the Ormas that has a consistent media coverage and publicity since 2015.
Methodology
This study used descriptive descriptive method. In accordance with the principles of qualitative research, this research was trying to interpret the media strategy mapping carried out by mass organizations in Bali.
In qualitative research, the data collection process was carried out through various techniques. However, this research used more methods of observation, interviews, documentation and combination / triangulation.
Determination of the informants was done through purposive sampling, which appointed people based on certain conditions. Data collection techniques were obtained through in-depth interviews with a number of informants of the study, including:
Chairperson of "Pemuda Bali Bersatu" Organization, Advisory Council of "Baladika
Organizations" and one of the chief editors of mass media in Bali. In this method, the researcher first made a list of structured questions to be submitted to the resource person. After carrying out data collection, the next method was triangulation. Triangulation is the most commonly used data validity check method. This method was done by utilizing something other than data for checking or as a comparison to the data. In this process, researchers, besides collecting data, are also able to test the credibility of the data, with various data collection techniques and various data sources.
Result and Discussion
Media strategy of mass Organization in Bali
In their publications through the media, mass organizations (Ormas) in Bali strive to display a positive image, such as caring for others in home building programs, activity in youth and sports programs and providing assistance to victims of natural disasters.
But their own publicity has not been able to improve the image formed by the framing of 
The impact of the publicity to organizations' image
The publicity of these Ormas in Bali was undertaken in two ways; namely, publicity through mass media and outdoor publicity such as the billboards campaign installed 
Conclusion
In building their image, mass organizations have undertaken some publicity to build The 10th IGSSCI Publicity carried out by these mass organizations is often done through billboards installed on the side of the highway, displaying their identity. This publicity has attempted to show the existence of the mass organizations and to build a positive image as organizatios that value tolerance to other religions. This has been seen through congratulations offered during various religious holidays. However, this publicity has been unable to replace the negative image associated with these mass organizations.
The publicity can be categorized as successful because it showed the existence of this mass organization, with the increase in the number of members of the organizations.
